Previous studies that studied brand relationships tended to ignore the relationship between brand experience and brand loyalty and the role of brand love and brand trust. Therefore, the main objective of this study is to examine the effect of brand experience on brand loyalty through brand love and brand trust. For this study, questionnaires were distributed via personal and email, with 300 respondents aged between 18 and 50 using a purposive sampling method. Data were analyzed using structural equation modeling. The results found that brand experience has positive brand love and trust, brand love and brand trust have a positive effect on brand loyalty.
INTRODUCTION
Today, many companies create their products and services in order to deliver unforgettable experiences, especially when the importance of the customer experience increases, such as Samsung (Pine & Gilmore, 2011; Schmitt & Rogers, 2008) .
Many companies are adopting one of the essential marketing strategies, which is companies' customer acquisition. Companies that use this strategy focus on increasing consumers' brand experience. Samsung is one of the brands that are adapting the customer acquisition strategy.
Samsung's goal is to familiarize people with their brand. One of the examples of Samsung's strategies to do so is by opening Samsung 837 in New York in 2016, which is a living lab and digital playground where people can experience their technology, services, and culture (Samsung, 2016; Greenwald, 2016) . In addition, customer loyalty, as one of the main goals of many companies, is one source of the company's comparative advantage (Kandampully et al, 2015) .
There are some marketing literature has examined the intermediate mechanisms between the relationships of these two constructs. However, not many of them discussed that brand loyalty that is affected by brand experience through brand love and brand trust. Table 1 shows some previous researches that studied some constructs that affect brand loyalty. Kim & Suh V (2015) Source: Processed data (2018) Therefore, the goal of this research is to fill the gap in the relationships between brand experience and brand loyalty through brand love and brand trust. This study is also presenting a model developed by Huang (2017) , showing how far customers are developing their brand loyalty based on their brand experience. In addition, prior researches tend to disregard the complexities of brand experience and brand loyalty by treating them as a single construct (Brakus et al, 2009; Ding & Tseng, 2015; Olsen et al, 2013; Stokburger-Sauer et al, 2012) . This might rule out their distinct but significant dimensions. This research is replicating the previous work and tests their specific dimensions, namely, brand experience that Brand love is a passionate affection that consumers have towards a brand. Brand love is an essential element in consumer-brand relationships (Bagozzi et al, 2017; Hegner et al, 2017; Langner et al, 2016; Sarkar, 2014) . Furthermore, brand love is also known as a sharp construct (Barker et al, 2015) . In other words, consumers are able to form Therefore, reliability is acknowledged as a starting point to be able to describe the brand's trust in all its values in conducting daily exchanges.
The second dimension, intentionality, portrays emotional security on the part of individuals. This dimension illustrates aspects of belief that go beyond the available evidence to make individuals feel confident that the brand will be responsible and concerned regardless of changing situations and future problems with product consumption. Confidence in these qualities is held and followed by the hopeful belief that future events will prove that they are true.
Therefore, intentionality dimension is focused on the belief that the brand is not going to take advantage of the consumers' vulnerability. (Bodet, 2008) . Behavioral loyalty has been a popular topic in both business and consumer marketing. The concept of behavioral loyalty lies in the fact that consumers are repurchasing the same brand out of habit or convenience without thinking much about it, no matter whether they like it or not (Kang, 2015) .
Attitude loyalty is defined as the psychological commitment of consumers to a brand and their belief that the brand is different from others (Chaudhuri & Holbrook, 2001 in Huang, 2017 (Solomon, 2015) .
There are also related studies that demonstrate the significant effect of brand experience on brand trust (Sahin et al, 2011; Chinomona, 2013 
METHODS
The type of this study is a descriptive study.
Descriptive study is describing the characteristics (Table 6 ). Hypothesis 2b showed that there is no positive effect between intellectual experience and brand trust. There are three reasons why this hypothesis is unsupported. The first reason is that hypothesis 2b has t statistic value of 1.624 and p-value of 0.105. Because the t statistic value is below ±1.96 and the p value is above ≤0.05 it is concluded that this hypothesis is unsupported. The second reason is, according to Carl and Billari (2014) , intelligence and trust are supposed to be highly correlated.
Seeing that the hypothesis in this study is unsupported, it can be concluded that intellectual experience and brand trust in this study is not highly correlated. The third reason is the previous research by Huang (2017) (Table   7 ). Improve the products to be more usable for consumers' daily activities and entertainment.
Improve service quality that makes consumers feel like they are being listened to and being helped with their problems. Brand Trust
Meeting consumers' expectations
Consumers feel safe with the brand because the products are suitable for their expectations.
Create a survey on consumers' needs in order to develop products that are more suitable for consumers. Improve smartphone security so users can safely store their personal data.
Create an anti-theft system.
Behavioral Loyalty

Word of Mouth Consumers talk about
Samsung to their colleagues and friends Enable loyal consumers to endorse the product through social media. Hold contests about Samsung.
Attitudinal Loyalty
Willingness to Pay Premium
Consumers are paying a premium for the product.
Improve product quality.
Maintain the uniqueness of the product. This study also has some limitations, such as; (1) 
